The wholesale price of canned pineapple had peaked in 1929. By mid-1931, inventories were rising at an alarming rate, and the pineapple canners decided to curtail production. Lower grade fruits were discarded and only the best quality fruits were canned. It was estimated that only 75 per cent of the 1931 crop was harvested.
The fall in canned pineapple production was much greater than the fall in the per capita consumption of all canned fruits in the continental U.S., which in 1932 was only 20 per cent down on the peak in consumption of 12.8 pounds in 1930. The pineapple canners began to come under severe financial pressure, especially the Hawaiian Pineapple Co., which had undertaken an ambitious expansion program in the 1920s. They had begun to cut prices the previous year. In July 1930, prices were cut by 16.5 per cent below those of 1929. In April 1931 they were cut to 24 per cent. Late in October 1931, following the lead of the Hawaiian Pineapple Co., the Hawaiian canners made further drastic cuts in prices, they were cut to 42.5 per cent below those of 1929. Prices were now at their lowest level in the history of the industry. Yet these reductions failed to achieve their objective, and there was a large carry-over into 1932. 2 The industry was now marketing its output far below the costs of production, and this had a devastating effect on the weaker members of the industry. Two of the minor canners went bankrupt, and one of the three major canners also became a casualty of the Great Depression of the 1930s. Although the reorganization of the Hawaiian Pineapple Co. in 1932 temporarily solved the problem of over-production, the appalling over-production in the pineapple industry had led to a strong movement towards the organization of an agricultural cooperative association to bring the supply back into equilibrium with the demand for canned pineapple. 5 After long, and protracted negotiations in mid-1932, seven of the canners agreed on August 30, 1932 to set up a non-profit making organization, the Pineapple Producers' Cooperative Association (PPCA) to curtail production. There is no doubt that the failure of the Californian peach curtailment plan, which increased the possibility of a heavy supply of canned peaches, helped win over the waiverers.
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Production was limited to 5.3 million cases in 1932, in the hope that this would effectively eliminate the stocks in the warehouses by the beginning of the new season of 1933. Only top grade pineapples were canned. At the same time many thousands of inferior grade pineapples were left to rot in the fields, and the planting of new areas was restricted. The difficulties experienced at the Hawaiian Pineapple Co., which only produced 850,000 cases that year, meant that the target was easily met. The total pack was just over 5 million cases, and most of the accumulated stocks in the warehouses were sold.
7
The PPCA did not restrict itself to the curtailment of production. It also sought to stimulate demand by advertising their product in the continental United States.
This old and well proven policy had first been adopted by the pineapple industry in 1908. In November 1932, the PPCA's Advertising Committee completed plans for the launch of an aggressive advertising campaign costing $1 million. It was one of the largest advertising campaigns launched on a single food product up to that time.
JWT was appointed to handle the campaign.
After a thorough analysis of all the available media, the Committee decided to use leading women's magazines to spearhead the campaign. The campaign was aimed at the upper segment of the American market for food products. It had been found in the past that only half of the 25 million white
American households were consistent purchasers of packaged food products.
Repeated surveys by JWT had shown that this 50 per cent were responsible for purchasing between 75 and 80 per cent of the supply of quality foods. JWT targeted concentrated groups of these people, living near the best shops, buying profit-carrying goods when it chose the magazines. Magazine readers, those whose budgets still allowed magazines, tended to be conservative. JWT argued that although these readers were slower to respond, once they accepted the product, they embraced it permanently. All of the PPCA's advertising was concentrated on these known purchasers. Wiggly and Safeway. This wave was begun by the distribution of display material by thousands of chain store and independent retail outlets to facilitate floor and counter displays. 13 This campaign finished in July 1933, with generally satisfactory results.
The carry-over of unsold products in Hawaiian warehouses on June 20, 1933 , was estimated at under two million cases, the smallest total for several years.
At first the PPCA was principally concerned with the limitation of production and advertising. However, some of the members of the PPCA soon decided that a more comprehensive marketing agreement should be carried out. In September 1935, the PPCA assumed direct administrative control of cooperative advertising for the industry, which had hitherto been conducted by a group advertising committee representing the participating members. In previous contracts, JWT had insisted on separate contracts with each of the producers and had reserved to itself the right to prepare all copy for publication, stressing whatever its staff considered the best selling points. The result was that the text of some of the The Hawaiian pineapple juice industry was given a major boost by the problem which had led to the formation of the PPCA, that is the overproduction of fresh pineapples. The self imposed restrictions on output were rigidly adhered to by the Hawaiian pineapple industry, especially after the pooling agreement of 1934. Hence the pineapple producers turned to the production of canned pineapple juice, which was unregulated, as an alternative way of making use of their surplus pineapples. Pineapple' as can be seen in illustrations 10 and 11.
In common with the iconic advertising campaign undertaken by Royal Dutch Shell in Britain during the same period leading contemporary artists were employed. Ayer also made use of colour photographs for a series of advertisements appearing in national magazines from January 1939. Grancel Fitz of New York, the Hungarian émigré, Martin Munkacsi, and the Australian commercial photographer, Anton Bruehl, were commissioned to take the photographs for the advertisements, which like the artwork, stressed Hawaiian atmosphere. 39 An example of a Bruehl advertisement can be seen in Illustration 16.
The Hawaiian Pineapple Co. was the first Hawaiian company to undertake a radio advertising campaign, reviving a plan first devised by James D. Dole in 1931.
He had advocated radio advertising shortly before his overthrow after a pilot radio advertising campaign for Dole pineapple in the New York metropolitan area.
However, his plan for a national radio advertising campaign after his overthrow.
Radio advertising in the United States had begun in the early 1920s. However, until the 1930s, it was believed that homemakers had no time to listen to daytime radio. The radio program was discontinued in April 1940, although the company claimed it had been a success. 40 They argued that the 'move is simply a revision of policy as far as media selection is concerned to fit the requirements of our business at this time'. 
